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What is Digital Signage? 
 

When people say ―digit al signage‖, they usually mean big screens used to inform and 

persuade. Simply put, it’s the use of any display to present information dig it al l y.  

 
Retail ers and advertisers were among the fi rst to adopt digit al signage (DS), drawn by the 

possibilities of adding motion and sound to their marketing effort s. Ret ail ers ext ended the 

idea of the window display by using screens to promot e items in-store, whil e advertisers saw 

a new way to attract the publi c’s att ention to their cli ents’ servi ces and product s.  

 
As  monitors and relat ed hardware have become cheaper, more organizations have begun 

exploring the t echnology as a communications v ehicle. DS is now commonplace, even 

expect ed by the publi c. I n the same way that a company without a website is seen as 

untrus tworthy, an organization without DS ri s k s  being seen as outdat ed and no longer 

relevant to modern l i fes ty l es . T he question isn’t i f you should get digital signage; it’s what y ou 

can achieve with it.  
 

Fi rs t, organizational communications supplemented by DS are bett er at effectively reaching 

their target audiences. Second, it’s a powerful communications vehicle for security and 

weather al erts, saving time and, pot en t i al l y, li v es.  
 

Of course, people have always communicat ed v i s u al ly , but visual communications that are 

dynamic – not only showing moving images to grab attention,  but creating and revi sing 

content nearly inst ant aneously—change the game complet ely .  
 

DS content can combine multipl e windows, tickers, anim ations, and much more into one 

uni fied  presentation medium, controlled from either one computer or multiple users across a 

network. Systems with these kinds of capabilities offer considerably more fl ex ib i l i t y to deliver 

content to target ed audiences at speci fi c times.  
 

 

How Does It Work 
 

Digital signage has three main components :  
 

Displays: The fi rst thing people think of is the signs themsel ves, including L C D displays, 

electronic bill boards, scrolling message boards, proj ection screens , video wal ls, T Vs  and 

even desktop PC monitors. I n the past few y ears , DS has also expanded beyond fixed 

displays to include mobile devices like tabl ets and smartphones. When it comes to t he 

displays and devi ces that deliver messages, new technologies are always emerging.  

 
Software: T he second component is the soft ware that allows peopl e, working individually 

or in g roups, to creat e, manage and approve the cont ent shown on these displ ays. Cont ent 

management software also generally i ncorporat es routing and scheduling tools. Content 

creation can involve sophi sti cat ed appli cations such as video editing software or tools as 

commonplace as PowerPoi nt. If the software being used is web-based , cont ent can even 
be creat ed and changed remot ely.  

 
H a r d w a re : T he third component is the hardware used to distribut e and play back cont ent. 

T h is  can range from media players dist ribut ed over a network to individual, stand-alone 

media players showing basi c PowerPoint pl ayback. With networked  v ersions, a DS network 

operator pushes content to multiple players at once, or allows players to pull content from 

a server as needed.  

 

 
Large Displays 

 
 
 
 
 
 

 
Video Walls 

 

 
 
 
 
 
 

Interactive  

Room Signs 
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Messeng ers  
 

 
 
 
 
 
 

S creensav ers 

Smartpho nes  
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Why Should I Use It? 
 

We see DS at ai rports, bus stops, banks and rest aurant s every day, but many businesses are st i l l unsure about the benefits for 

internal organizational communications.  

 
If you want to communicat e with peopl e, they have to pay att ention to y ou. You can put your messages out there, but i f people 

don’t receive them, or don’ t notice t hem, they’ re pointl ess. T Vs and computers have trained people to look at screens for 

information, so DS is a natural choi ce to reach l arge audiences.  

 
It ’s v i s u al ly better than static ways of delivering content, like email, printed post ers, and bull etin boards, because:  

 
•  screens are bright and show motion 

•  sound can be added to draw att ention 

•  multiple things can be shown on a screen at once 

•  what ’s on the screen can be changed throughout the day  

•  it’s cheaper than print for big audiences  

 
DS is extremely versatile and helps reach di fferent viewers in different w ay s . Some people are v i s u al , some are more auditory or 

musical, while others prefer to physically int eract with things like t ouchscreens. DS does all these things, so it gets in form ation 

across to all types of peopl e.  

 
More and more businesses, hospitals and schools are using DS. Companies use it to welcome vi s i t o rs , show meeting schedules, or 

tell employees what’s for lunch. Students on campus are reminded that registration ends tomorrow or told that the west ent rance 

wi l l be closed this week. As the day comes to a close, screens i n a cl in i c  might show local weather and t raffi c,  so people can pl an 

their commutes. What you show is really only limited by what you can imagine and creat e.  

 
Because people are becoming increasingly reliant on screens for their information, DS is more memorable than other mediums. 

Arbit ron’s Digit al Place-B ased Video Study mentions that 70% of U. S. residents have seen a video display in public in the past , and 

47% of them can st i l l recall the cont ent a month lat er.  

 
And DS isn’ t as expensive as you might think. T hough big screens are the most common type of displ ay , you can use desktop 

monitors and smartphones as digital signs; b as i cal l y ,  anything that can show a digital image can be a digital sign. You can st art 

with screens you already have to keep your costs down and give yoursel f fl ex ib il i t y for expansion in the future.  

 
I t’s reinforcing…  

As k any communicat or and they’ll tell you that repetition is key to getting an idea across. Today, images and messages const ant ly  

clamor for peopl e’s attention,  and it’s import ant  that your message doesn’t get lost in the crowd. DS allows you to schedule 

messages to repeat as often as you lik e, and more frequently during peak times, making sure that people are seeing what y ou 

want them to see.  

 
I t’s unifying…  

Achieving unity in how a brand is present ed means that marketing, communications, training and other groups have to work 

together. DS gives you a community forum to put that cooperation into practice. I t also provides a controlled medium where 

branded t emplat es and presentat ion style can be predet ermined. Determine your desi gn and branding st andards, distribute them 

to your people and let them get to work promoting your message.  

 
I t’s in clusi ve…  

DS is a crowdsourcing tool. You probably already have able communicators availabl e to you – people who can easily distill many  

ideas down to a tight, concise message, but you have no way of channeling thei r tal ents. DS lets you tap into thei r fu ll  pot ential 

by getting them involved in communications. A well-planned communications system that includes DS can find these people and 

enable them to craft and post content that boosts your message and enhances your audience’s perception and parti cipation.

http://www.arbitron.com/downloads/2010_digital_video_display_study.pdf
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Bottom Line Results 
A Watson Wyatt Communication R OI Study shows that effective employee communication driv es  

employee engagement and increases financial performance. Over a five-year period, companies 

worldwide ranked as ―highly effective communicators‖ had a 47% higher return to shareholders 

and are three times more l ik ely than lower-ranked companies to measure their communication 

effect i v eness. T h ey  ensure thei r employees underst and  how they affect the overall business, which 

motivates them to be more product i v e.  

 
Managers are key players in engaging employ ees. Hal f the highl y-ranked companies provide 

management training in effectively communicating the organization ’s vision to empl oy ees, and are 

three times more l ik ely to give managers the tools they need to deal with resistance to change.  

 
Employee turnov er, absenteeism and productivity are also positively affected by good int ernal 

communication practices. Watson W y at t’s W o rk U SA Survey indicates that employees who are 

engaged  are 300% more l ik ely to exceed performance expect ations, miss 20% fewer days of work 

and are a lower turnover ris k . Engaged workers are 50% more lik ely to be top performers in the 

organization.  

 
DS is a powerful tool in engaging employ ees, allowing you to include more people in t he 

communication process, creating more owners with the permission and ability to share 

information. With pre-approved t empl at es and just a little training , you can expand the number of 

communicators, which reduces the overall time spent creating and disseminating your message.  

 
T h is  is not just about making people feel included – this is a bottom-line imperat iv e. M anagement 

must be abl e to communicat e mission and goals, and recognize employ ees. When employees see 

a direct connect ion between what they do every day and what the company’s goals are, they hav e 

greater commitment  to getting the job done, trust managers’ decisions more readily and hav e 

fewer on-the-job co n fl i cts . The organization runs more smoothly, and productivity increases. T hi s is 

measurabl e.  

 
DS enables you t o :  

•  Reach all your employ ees  

•  Highlight key messages  

•  Approach situations proactiv ely  

•  Achieve goals with current performance dat a 

•  Conduct R OI activities  

•  Update employees on company news  

•  Maint ain consistency of brand and message 

•  Reduce response time to problems and crises  

•  M in im i ze  micro-managing by keeping everyone up to dat e 

•  Recogn ize employee cont ributions and achievement s  

 
Recognizing good work can also produce real-world benefits. T he W o rld At Wo rk  Study shows 

that recognition programs have an ―ext remely positive/positive effect ‖ on employee satis faction, 

increasing motivation (5 8 % ), engagement (6 4 % ) and employee ret ention (3 4 %).  E m p l o y ee 

recognition encourages everyone to be at their bes t, which means they work more effi cien t ly.  

 
DS provides a ready vehicle for banding your managers and empl oyees t ogether into a cohesive 

whol e. T h ey  walk the halls during thei r day and see messages from the company reminding them 

why they’ re there, see fam i l i ar faces being commended for doing good work and feel like they’ re 

part of something.  

 

Clearer 

goal 

definition 
 
 
 
 
 

 
Better 

manager 

performance 
 

 
 
 
 
 
 
 

Increased 

productivity 
 
 
 
 
 
 

 
Higher 

employee 

satisfaction 
 

 
 
 
 
 
 

Lower 

turnover and 

absenteeis m 
 

 
 
 
 
 
 

Higher 

returns for 

shareholders

http://www.towerswatson.com/en-CA/Insights/IC-Types/Survey-Research-Results/2009/12/20092010-Communication-ROI-Study-Report-Capitalizing-on-Effective-Communication
http://www.watsonwyatt.com/render.asp?catid=1&id=20559
http://www.worldatwork.org/waw/adimLink?id=72689


The Business Case for Digital Signage 

comtekcc.com  |   800.920.4726 Page 6 

 

 

 
 
 

 

Pixels vs. Paper 
Digital messages are just that: digital. T h ey  do not use paper – so no trees are cut down; no water, inks or solvents are used; and 

when the message is no longer rel evant, it doesn’t go to a landfill to decompose and emit methane, but is simply del et ed.  

 
We’ re not trying to ―g reen wash‖ DS, which obviously has its own carbon footprint, but it can definitely make an impact on y our 

green efforts through  reduced printing, energy management and education. 

 
As  the envi ronmental and economic challenges of our times are more and more on peopl e’s minds, they wi ll  naturally be 

att ract ed to more modern, cleaner, more effi ci ent t echnology. T h ey wi l l  feel like they are moving along with the times, rather than 

languishing in the pas t.  

 
There is v alue, though impossible to calculat e on a spreadsheet, in presenting your organization in a modern, up-to-dat e way. 

Adding DS to your communications toolkit just heightens your perceived v alue, building trust and confidence in your t arget  

audience, making your organization more att ract iv e.  

 
Fin al ly , DS solutions  are more cost effective for large audiences. Over multiple y ears, a digital signage system offers a more 

effective and inexpensive option than prin t :  
 
 

 

Digital Signage 
 

Print Communications  

 

Purchase price is a one-time cost  
 

A continuing revenue drain  

 

No cost increases  
Annual price increases due to paper, printing and 

transport ation cost s  
 

Potentially unlimited audience 
 

Set number of targets based on pre-det ermined print runs  

 

Lower cost per person reached  
Set costs for printing and dist ribution, repeat ed with each 

print run 
 

More frequent, measurable audience exposure Communication is di st ribut ed once, subsequent exposure 

not measurable 

Dynamic – video, anim ations, cable feeds, tickers,  

transitions att ract and maintain int erest  

Static – one-time design is only way to grab and keep 

at t ention  

Can be int eract i v e, allowing the audience to shape thei r 

experi ence  

 

No int eractivit y  

Unlimited space, can handle hundreds of messages at 

once 

 

Limited space to communicat e ideas and in formation 

 

Up-to-date and current in formation 
 

Timeliness limited by printing and distri bution  

Al lo ws  immedi ate update, correction and retirement of 

messages  

Updat es require new print runs, corrections requi re 

retractions and print ed materi als linger 

Technology constantly being improv ed, more effi ci ent and 

cheaper 

 

Print technology has reached the summit of its capabiliti es  

 
 

You can also use your DS content to educat e vi ewers on green topics. Off er energy saving tips and advertise your recycling efforts . 

Make people aware that you’ re trying to change the culture. You can even tie into your building management system to show 

current consumption rat es of energy and water so people see how much is being used and hopefully cut down.
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Democratizing Communications  
When we talk about democratizing  communications , we 

mean getting more people involved in the process versus t he 

old-fashioned way of having a communications department  

pushing out one-way messages.  

 
W h y  does that matter and what’s wrong with the old way? 

People today are less responsive to top-down communications. 

With the ever-expanding range of tools constantly being 

made av ailable, anyone who ’s part of a community can post 

news and share best practices . Today, communications is a 

conv ersation.  

 
People have become used to cont ribut ing – posting on soci al 

media, commenting  on blogs and news websit es , parti cipating 

in online forums, and using intranets , wiki s and a const ant ly  

growing array of mobile apps. Web 2.0, open sourcing and 

HT M L 5 have changed the very nature of how, and where, we 

creat e, share and consume information. With portals like t hese, 

anyone who’s part of a defined community can post opinions, 

share best practi ces, or simply broadcast  something that’s on 

their mind (they can even create a new community i f t here 

isn’t one out there to their l i k in g ). And that ’s the key point - 

these new forums inspire good knowledge-sharing habi ts 

because anyone and everyone can cont ribut e. With a uni fi ed 

communications plan, organizations get to be parti cipants, as 

well as shapers, of the ongoing conv ersation.  

 
Organizations should want to help people act on what they 

know and parti cipate in that dialogue because when people 

become more inv o lv ed , they’ re more lik ely to get the st ory 

straight and share it with others . And that’s the goal of modern 

organizational communications.  

 
W h i le these new methods of communicating spur g reat er 

participation and engagement, they can also impact 

credibilit y. The community holds parti cipants accountable 

for the accuracy and soundness of what they s ay . M odern 

organizations need to be able to balance the need to const rain 

what is said while st i l l being able to tap into the enormous 

potential of a popul ation that wants to participat e and has the 

tools to do so. 

 
Choosing a web-based or networked  DS solution, where lots of 

people can get involved in the process of creating and posting 

messages, wil l get better results in terms of unders t anding,  

branding and sharing. T hi s doesn’ t mean you can’ t put 

gat ekeepers in place to make sure that your overall message 

and brand isn’t distort ed. You can and probably shoul d, but y ou 

also have an easily-monitored community plat form that giv es 

you instant feedback. Yo u ’ll know when your communications 

are working, because you audience wi l l t ell you so.  

 
 
 
 
―The sy st em is c lean an d m o dern . Ev ery  

un iv er sity or in stit ution needing to get a 

lot of inform atio n o ut t o a large number  

of peo p le  sh o ul d h av e it . ‖  

Andy Mru sko 

Ma rketin g Co o rd ina to r 

S ta m p  S tu d en t  Union 

University  of Ma ryla n d  

 
 
 
 
 
 
 
 

 
―We  have a generation of 

env iro n m ent ally  co n scio u s st u den t s 

wh o  wa n t a  s ust ain a ble  way  t o  deliv er  

inform at io n. W e’v e alr eady reduced 

our  paper usage by 10-15 %.‖  

Bill  Ash b y 

As so cia te  Dea n  o f S tud en ts 

Newcomb Hall an d S tud en t  Activ ities 

University  of Virgin ia  

 
 
 
 
 
 
 
 

 
―To co m m un icat e , y o u’v e  go t t o u se 

m ultip le ch an n els because different 

p eo p le  p erceiv e  m es sa ge s dif f eren t ly.  

P eo p le m u st b e  int egrat e d into  the 

so lut io n or it  ult im ately has no meaning.‖ 

S a m Ken n ed y 

Assistan t Directo r of User S ervices 

Virginia  Commonwealth University
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How Should I Use It? 
 

Start with what you want to accomplish, then tailor the t echnology to that purpose. You can learn about how to shop for and 

implement  digital signage in our white paper – 13 Steps to Successful Digital Si g nage.  

 
The objectives  for DS syst ems are as diverse as the organizations that use them. T he following are some of the goals companies 

have addressed with a digital signage solution:  
•  Reduce costs by  

•   Delivering information more effici ently  

•   Reducing the cost per communication 

•   I mproving the reliability of communications  

•   Leveraging past i nves tment in infrast ructure and resources  

•   Reducing costs and time in message creation and distribution  

•   Reducing training costs  

•   Minimizing reli ance on printed material s  

•  Generat e new revenues by  

•   Increasing sal es  

•   I mproving cross-selling  

•   Collecting advertising revenues  

•  Reduce perceived wait times  

•  I mprov e brand perceptions or experi ences  

•  Increase awareness of event s, products or serv ices  

•  Speed up transactions  or other int eractions  

 
Once you have concret e object iv es,  you should outline in some detail how the syst em wi ll  operat e in your organization. What kind 

of content wil l you displ ay? What wi l l the syst em components  be, and where wi l l they be housed? Who wi l l  actually operat e i t , and 

which budget  pays for mai nt enance?  

 
It ’s never too early to identi fy sources of content. T hese could be sel ect individuals; entire departments, st udent g roups, out side 

vendors or suppliers; or ex t ernal, automated sources; or any combination. But now is the time to engage them.  

 
Corporate Environments  
To get through  to diverse and mobil e corporat e  audiences  

today, you need to be direct and timely.  

 
DS and messaging systems give you a path to your audience 

that’s flexible and strongly vi s u al .  T h ey  deliver graphical and 

video content to a range of room signs, stationary screens or 

mobile devi ces, allowing you to reinforce messages, and t arget 

key audiences.  

 
Regardless of thei r location, people stay informed of 

urgent al erts, benefits information, g reetings, directions, or 

recognition. Whether you use att ention-get ting screens where 

people gather or desktops and mobile devi ces where they 

work, your content managers can to get the message out, even 

with little technical k now-how.  

 
When they’ re strategi cally pl aced, T Vs, video wal l s , int eractive k io s k s, and other displays deliver your message to viewers on target 

and on time. T h ey  keep larger groups abreast of import ant announcements and performance dat a, and they start selling as soon 

as customers walk in the door.

http://www.visix.com/13-steps-successful-digital-signage.html
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On Campus  
Nearly every educational community has events that could use 

more exposure, and today, sharing campus news has never been 

more cri t i cal .  Campus communications are no longer just about 

quality of li fe; they can also be about saving liv es. DS s y st ems 

make it quick and easy to push urgent updat es, even to mobil e 

devices and remote campuses.  

 
It ’s also a medium that keeps up with the times. Students, staff 

and visitors are savvy when it comes to technology, and they’ re 

more responsive when noti fi ed v i s u al l y.  

 
DS software also makes it possible to share sophisti cat ed 

multimedia presentations that enhance campus li fe by 

engaging and informing audiences  about the m any det ails of 

residential serv ices, social and athletic programs, administ rat iv e 

announcement s, and promotions from ret ail ers.  

 
DS can be tailored to any campus’ unique setti ng. Deliver 

target ed messages and media to speci fic campus locations no 

matter how geographically di spersed, or broadcast  the same 

content campus-wide.  

 

Government Facilities 
Government communications need to reach broad and diverse 

audiences, and visitors to their offi ces and service centers 

respond to a variety of media.  

 
Dynamic DS delivers import ant messages - immedi at el y, 

effectively and affordably  - to government o ffi c es , milit ary 

faci l i t i es , emergency  serv ices, or communit y -based 

organizations. Because it’s network based, you can share t he 

most up-to-dat e news and announcements.  

 
Security updates, news feeds, messages and ticker in formation 

can be delivered via a user-friendly interface that allows for easy 

creation, scheduling and delivery of information. Update content 

instantly or manage cont ent with advanced scheduling.  

 

Healthcare Organizations  
The time that visitors spend waiting represent s a v aluable 

opportunity to reach them with import ant educational 

announcement s, programs and adverti sements.  

 
Hospit als, cl ini cs , physici ans’ offi ces and community health 

cent ers around the count ry are using video, graphics and in fo  

bulletins to reinforce messages and inform pati ents , staff and visitors of import ant health issues, treatment s and news . With 

easy-to-use t emplat es and scheduling features, even people with limited technical s ki l ls  can updat e DS displays in patient rooms , 

lobbies , waiting room s, offi ces and hallways.
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Hospitality and Convention Centers 
DS makes it easy to complement  your event planning and 

execution because it delivers timely information through 

strategically placed digital room signs and displ ays. Content 

that’s up-to-the-minute and easily seen gets delivered to 

displays dispersed throughout your faci l i t y, and many s y st ems 

can int egrat e with popular room and event scheduling 

applications.  

 
Provide up-to-dat e event and room schedules, advertise on 

site servi ces and keep guests informed with breaking news.  DS  

supplements the guest servi ces  you provide and demonst rat es  

your commitment to creating a satis fying visitor experience.  

 

Houses of Worship 
Modern congregations need to deliver dynamic and tim e-  

sensitive information, reach out to a diverse audience, and 

handle a variety of content . Because thei r staff is usually made 

up of volunteers, they need their communications medium to be 

easy, accessibl e, fl ex ib l e,  expandabl e—and affordabl e.  

 
DS displ ays in the sanctuary , lobby, hallways, classrooms , 

audit oriums, and wherever else congregants gather can updat e 

everyone with import ant announcement s, upcoming events, 

outreach  programs and community news. Because it’s cheaper 

than print communications, and can be web-based for multi- 

user access, it fits the needs of most non-profit communiti es.  
 

 
 
 
 
 
 
 
 
 
 

Want to learn more? Contact us at info@comtekc c. com  

mailto:salesteam@visix.com

